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^ short calls 



New reps enjoy orientation 

* -h ■ -q.uoM (center with folder), president of R.J. Reynolds Tobacco USA Sales and Distrl- 
-Jiks with new sales representatives and other sales department employees at the open¬ 
ing ol the annual new sales representatives’ orientation program July 20-24 In Winston-Salem. 
About 200 new sales representatives heard presentations from management on the sales 
department and other Reynolds Tobacco operations and visited company facilities Including, 
tor the lint time this year. Lane Services, Inc., the Coupon Redemption Center. Their week con¬ 
cluded with the traditional outing at Tanglewood Park. 

Crees helps halt Iowa tax hike 

1 h<j Iowa state legislature adjourned 
May 10, without approving a 10-cents- 
per-pack cigarette tax increase that 
had boen supported by the governor, 
p art of the credit for stopping the 
proposed tax increase belongs to 
Don Croos, chain accounts manager 
m the Dos Moines, Iowa, chain division. 

Working on his own time, Crees used 
personal contacts and effective lobby- 
,n 9 techniques to help defeat a tax 
mcroaso that could have damaged 
RjR sales in Iowa, according to Larry 
Bowioy, director - state government 
relations in the government relations 

department. 

Cf ees and the Iowa State Senate 
ma lority leader are from the same 
small Iowa town. This helped Crees 
develop a close relationship with the 
'ogislative leader, Bewley explains. 


Crees supplied the state senator with 
factual information on the economic 
hardships that a tax increase would 
cause. 

The personal lobbying campaign 
paid off, Bewley says. The state sena¬ 
tor agreed to oppose the tax, and he 
kept his word. 

Crees also collected more than 
2,500 signatures from Iowa citizens 
who opposed the tax increase, and 
helped present the signature petitions 
to the state’s legislative leadership, 
Bewley adds, Crees also asked a 
number of his accounts to commu¬ 
nicate their opposition to the tax 
increase to their legislators. 

Working closely with the government 
relations staff, Crees “contributed to 
the atmosphere that defeated the 
legislation," Bewley says, 


Higgs named 
‘Achiever’ 
in Chicago 

Tyrone Higgs, division manager 
of the west Chicago division, has 
been named an outstanding “Black 
Achiever" for 1987 by the Young 
Men's Christian Association of 
Metropolitan Chicago, Higgs was 
honored recently at the YMCA's 13th 
annual Black and Hispanic Achievers 
Dinner in Chicago. 

Higgs is active in a number of 
Chicago community groups, including 
the local chapters of the National 
Association for the Advancement of 
Colored People and the Urban League. 
He is married and has one son. 

“I believe a person should be active 
in civic organizations because you 
need to give something back to your 
community,” Higgs says. 


On the cover: Coupons are a big 
business for Reynolds Tobacco, a 
business that is growing bigger every 
year. Couponing also is an important 
element in the company’s marketing 
strategy, and members of the field 
sales force like Area Sales Repre¬ 
sentative Gordon Reece of the 
Winston-Salem division (upper photo) 
play an integral role in that strategy, 
applying thousands of coupons every 
working day. Those coupons wind 
up at Lane Services, Inc., Reynolds 
Tobacco's coupon-redemption sub¬ 
sidiary in Winston-Salem, where 
employees like Betty Smith (lower 
photo), working with state-of-the-art 
computer systems, make RJR a 
leader in the coupon field. Stories 
on the company's couponing opera¬ 
tions, including a look at Lane Serv¬ 
ices and insight into coupon strategy 
from the promotion department, 
begin on page 4. 


2 


51859 5522 






MEMO- 

From the vice president - field sales 


Your efforts yielded 
strong sales results 




I want to congratulate you on your outstanding performance for the first half 
of 1987. You achieved your volume goal and everything else expected of you, 

Because you achieved your goal, R.J. Reynolds Tobacco USA continued 
its solid financial performance, with net sales of more than $2.3 billion, up 
$88 million or 4 percent, over the first six months of last year. We earned an 
impressive $714 million through June, up 13 percent over the same period 
last year, 

Just as impressive was the level of bonus dollars earned under the Variable 
Achievement Incentive Plan. Almost 95 percent of our divisions received the 
maximum payout, based on goals established on our full-price and savings- 
segment brands. 

I bring this financial information to your attention to make a point: You work for 
a financially strong company, and our strength is derived primarily from tobac¬ 
co earnings. That fact has never been minimized by your executive manage¬ 
ment. Tobacco will continue to play a significant rote in the company’s future. 

In June, the second-largest product division of Nabisco Brands USA, 
Planters + Life Savers, was transferred to R.J. Reynolds Tobacco Company. 
The responsibility for sales and distribution was given to Ralph Angiuoli, 
president of R.J. Reynolds Tobacco USA Sales and Distribution. 

From a sales perspective, it is too soon even to speculate on what impact 
that move will have on our sales organization. There are still many details to 
work out, and the reporting lines will not be structured until the end of the year. 

But this much is certain: The combined strength of tobacco and Planters + 
Life Savers will make our company even stronger financially, and I see only 
positive things happening as a result of the transfer. 

I can assure you, it is an exciting time to be in field sales. 

Sincerely, 



Yancey W. Ford Jr. 
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RJR ‘clips’ the coupon competition 



Shipment Resolution Clerk Tina Taylor checks coupons for gang-cut edges, numbers In 
sequence and other evidence of possible mlsredemption. 


Coupons are a big business for 
Reynolds Tobacco, a business that is 
growing bigger every year. 

Coupons also are an integral part of 
the company's marketing strategy — 
a slrategy that sales reps play a vital 
role in implementing. Reps apply 
thousands of coupons every working 
day. They also are on the front line of 
coupon redemption activity, fielding 
questions from retailers about reim¬ 
bursement delays and other problems. 

Comments from the field indicate 
that coupons can be a significant 
concern for reps, for a variety of 
reasons: 

"Regarding our coupon redemption 
center, Lane Services,” Mary Carroll, 
area sales representative in the Kan¬ 
sas City, Mo., division, says on a re¬ 
cent weekly report, “I think it would 
help if the sales reps had more infor¬ 
mation about the coupon process.” 

“Lane Services needs to develop 
iin information packet for sales reps 
to give to the retailers when they ask 
us about coupon redemption," com¬ 
ments Area Sales Representative 
Richard Vaught of the Tulsa, Okla., 
division. “I'm asked often." 

"When investigating coupon 
redemptions, consideration should 
be given to inventories on hand," 
suggests William L. Judkins II, divi¬ 
sion manager in the Frazer, Pa., divi¬ 
sion, "During coupon promotions, 
these inventories are many times 
inflated ... due to the sales repre¬ 
sentative's abilities to maximize sales 
and display presence.” 

Lane Services should give priority 
to and honor all sales force-applied 
coupons, regardless of problems 
with other coupons," says Area 
Sales Representative P.V. Writer 
of the Providence, R.I., division. 

"We should make payment for all 
sales force-applied coupons,” agrees 


Norfolk, Va., Division Manager L.O. 
Stumpf Jr„ “to avoid refusal of promo." 

The policies and operations of Lane 
Services, Inc., Reynolds Tobacco's 
wholly-owned, nonprofit coupon- 
redemption subsidiary, clearly are 
important issues for the field sales 
force. Redemption is a key element in 
couponing, and making redemption 
work for RJR is the job of Lane Serv¬ 
ices, also known as the Coupon 
Redemption Center (CRC), located 
in the Whitaker Park complex in 
Winston-Salem. 

State-of-the-art computer systems 
help the 126 employees at the CRC 
provide the fastest and most accurate 
redemption service in the coupon in¬ 
dustry, while ensuring that the com¬ 
pany pays only for coupons properly 
presented for redemption, explains 
Larry Giddens, manager of the center. 

"We are the most sophisticated 
center in the industry,” Giddens says. 
“Our systems give us capabilities no 
other center has, both in redemption 
and in detecting improperly redeemed 


coupons. When we withhold payment 
on coupons, we’re 99 percent positive 
that we have justification. 

“We know that Reynolds Tobacco 
is a sales marketing company, with 
the basic objectives of selling product 
and maintaining distribution,” Giddens 
adds. “Our goal is to pay for coupons 
and we’re very flexible — we bend 
over backwards to work with retailers. 

“But we also want to avoid mis- 
redemption, so we're constantly bal¬ 
ancing the objectives of sales with 
the need for controls on the redemp¬ 
tion process," 

More than 5,000 pieces of mail 
pour into the CRC daily. A piece of 
mail can be one coupon in an envel¬ 
ope from a retailer or 20,000 coupons 
in a box from a coupon clearinghouse, 
Giddens says. The mail-entry section 
logs in each piece of mail and the 
invoice-entry section enters each 
shipment into the computer system, 

“Each coupon shipment is checked 
against the sales information system 
(SIS) to determine if it was submitted 
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Larry Giddens, manager of the Coupon Redemption Center, and Ann Adams, a customer serv¬ 
ices representative, check invoices sent in by retailers to support coupon claims. 


by a valid retail account. All coupons 
are inspected for sequential numbers 
or coupon condition that indicates 
they were gang-cut,” telltale signs 
that the coupons were not presented 
individually to the retailers by con¬ 
sumers, as required for redemption, 
Giddens explains. 

If necessary, the name and address 
resolution section searches company 
records, trade directories and other 
sources to verity that the retailer sub¬ 
mitting the coupons exists and is a 
valid account, "As a last resort, we 
call the division office to verify an 
account." 

The shipment resolution section in¬ 
vestigates shipments when possible 
fraud is suspected and when coupon 
amounts and dollars claimed are out 
of balance, and reviews shipments of 
certain accounts that are being moni¬ 
tored. Quantities of coupons submit¬ 
ted are compared with SIS sales 
volume figures, and this section also 
checks coupon condition closely. 

"We outperform all other redemption 
centers in the verification process be¬ 


cause the sales department gives us 
an edge with SIS,” Giddens says. 
Again, field sales offices may be con¬ 
sulted, or a retailer may be asked to 
submit invoices to verify his redemp¬ 
tion claim, he adds. 


If the decision is made to withhold 
payment, the account is sent a letter 
explaining why, and is asked to call 
the CRC customer services depart¬ 
ment’s toll-free number. The sales 
(continued next page) 


Couponing strategy builds volume 



When it comes to the couponing 
strategy of Reynolds Tobacco, the 
goals of the sales and promotion 
departments are the same, says 
David Crump of the promotion 
department. 

"The objective of couponing in 
today’s consumer environment is 
volume — to increase the frequency 
of purchase of our brands, by both 
competitive smokers and (RJR 
brand) franchise smokers," says 
Crump, who is group manager - 
established and new brands 
promotion planning. 

"Couponing can be a way of hold¬ 
ing and rewarding our own fran¬ 
chise, and it can be a vehicle for 
gaining trial and conversion among 


competitive smokers," Crump ex¬ 
plains. “The real bottom line is in¬ 
cremental volume for our products." 

Couponing has been gaining 
in importance as a promotional 
method as rising taxes and other 
factors have heightened smokers’ 
concerns about the price of 
cigarettes, Crump says. 

“With consumers looking for a 
better deal, the repositioning of Doral 
and the introduction of Century 
were two ways of addressing the 
price issue. Couponing is another 
option to give consumers the value 
they want, on a full-price brand.” 

Coupon campaigns must be 
planned and executed carefully, to 
maintain and enhance the brand’s 


image of quality and value, while 
delivering the savings consumers 
want, Crump adds. 

"We carefully coordinate coupon 
campaigns with the regular brand 
campaigns, so we address the need 
for value in a quality way that rein¬ 
forces the image of the brand." 

Consumer research and sales 
and redemption figures prove that 
couponing works. Crump says. 

“Couponing does increase 
volume and it can aid in getting trial 
and conversion to our brands, as 
part of the overall marketing mix — 
advertising, promotion, packaging, 
product and price," Crump says. 
“When all the marketing elements 
work together, couponing works.” 
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Wanda Hall, an account verification clerk, looks up retailers In trade directories. 


(continued from page 5) 
division also is notified. Customers 
and sales people also call the cus¬ 
tomer services department to inquire 
about payments or ask for informa¬ 
tion. The department receives 400 to 
700 calls per week, Giddens says. 

Recent i mprovements at the Coupon 
Redemption Center address many of 
the questions from members of the 
field sales force. 

The staff of the customer services 
department has been expanded to cut 
response time and improve service. 
New procedures also call for top- 
priority handling of incoming calls 
from the field sales force. 

An updated information brochure 
about the CRC is being prepared 
now, for distribution to the field saies 
force and to customers within the 
next few months. To expose more 
field sales people to the coupon- 
redemption operation, a visit to the 
CRC was part of the new sales rep 
orientation program for the first time 
last month. 

The CRC’s policy of not making 
partial payment for valid coupons if 
improperly redeemed coupons are 
included in the same shipment from 
the retailer is a source of frequent 


complaints, Giddens says. 

“The objective of this policy is to 
encourage the retailer not to mis- 
redeem," Giddens says. “If we pay 
for the good coupons in a shipment 
and deny payment for the bad ones, 
it just encourages the retailer to try 
again next time.” 

Giddens says that coupons applied 
in stores by reps occasionally present 
misredemption problems. Retailers 
who complain to reps that store- 


applied coupons were not redeemed 
also may be failing to add that the 
batch of coupons rejected by the CRC 
included coupons from other sources 
that were improperly redeemed, he 
explains. 

“The rep doesn’t always get the 
whole story from the retailer,’ 1 Giddens 
says. 

On the plus side, Giddens stresses 
that Lahe Services pays for properly 
redeemed coupons more promptly 
than any other coupon redemption 
center in the business. 

“On the average, we pay individual 
accounts, mailing directly to the CRC, 
within seven days and clearinghouses 
within 20 days, compared with an in¬ 
dustry average of 30 to 45 days.” 

When payment is delayed, the 
cause may be a problem that the 
retailer can solve easily, and the CRC 
is always ready to help find a solution, 
Giddens says. 

“One of our major goals is to 
educate retailers on how to redeem 
coupons properly. The problem may 
be in the store procedures, or the way 
the cashier is handling the coupons. 

“But due to the high dollar value of 
coupons and the number of coupons 
(see ‘Coupons,’ page 15) 



Customer Service Representative Phyllis Wiles answers the toll-free customer service line. 
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MERCHANDISING LEADERSHIP 


Fixture helps fight pilferage problem 


Reynolds Tobacco is taking a giant 
step into the future of merchandis¬ 
ing with the development of a new 
concept that could help solve an old 
problem: pilferage. 

The new concept uses state-of- 
the-art electronic technology to alert 
store personnel to unusual activity 
that may be a sign of pilferage in 
progress, explains Sam Falco, nation¬ 
al manager - carton merchandising. 

RJR and retailers have been 
working together for many years 
to combat product pilferage, long 
a major retailer concern and an im¬ 
portant issue for RJR merchandis¬ 
ing strategy, Falco explains. 

“When retailers perceive pilferage 
as being a significant problem, their 
first reaction is often to go to non¬ 
self-service merchandising — keep¬ 
ing cigarettes behind the counter — 
in an effort to solve it. 

“But self-service is key to our 
merchandising objectives, plus it's 
just good business for the retailer,” 
Falco says. 

“We had been thinking for a long 
time about a way to provide security 
without limiting access — some sort 
of electronic device to tell store 
employees that something is going 
on at the cigarette merchandiser,” 
Falco says. 

Then K-Tron Corp. of Pitman, N.J., 
suggested adapting its “weigh- 
feeding” equipment technology to 
cigarette security. K-Tron supplies 
machinery that precisely controls 
ingredients for manufacturing 
processes — such as measuring 
out the “two scoops" of raisins 
that go into every box of a popular 
breakfast cereal. 

The K-Tron system uses weight 
sensors on the merchandiser to de¬ 
tect when cartons of cigarettes are 
removed. When one or two cartons 



Sam Falco demonstrates features of the new 
electronic-security fixture. 


are removed, the device signals 
“normal" sales activity with a single 
beep, audible at the merchandiser. 

But when three cartons are re¬ 
moved at once, or when five cartons 
or more are removed within four 
minutes, the device signals “un¬ 
usual” activity with a series of 
beeps at the merchandiser and a 
continuous tone at a remote loca¬ 
tion, such as a manager’s office 
or service desk within sight of the 
fixture. The tone warns store em¬ 
ployees to check for possible pilfer¬ 
age in progress at the fixture. 

Open-shelf fixtures protected by 
the system were tested against mer¬ 
chandisers fitted with conventional 
security panels for 12 weeks in late 
1986 and early 1987, in 10 chain 
supermarkets in the Northeast and 
Southwest. 

The study—cond ucted by the m ar- 
keting development department, us¬ 


ing an independent research firm — 
showed impressive gains in sales 
and profits and reductions in inven¬ 
tory shortages with the electronic 
security system, Falco says. 

The test was expanded, with 30 
units placed in stores from coast to 
coast, and similar results have been 
reported, he adds. 

“We wanted to get a good sampling 
of retailer and customer reaction, 
and it’s been very favorable, so far. 
Retailers are saying that they may 
switch to self-service because elec¬ 
tronic security is a real deterrent to 
thieves." 

Warning signs posted on the fix¬ 
tures enhance the deterrent effect 
of the beeps, he adds. “Thieves do 
not like anything that draws atten¬ 
tion to themselves.” Falco empha¬ 
sizes that “we don’t get involved in 
store policy on pilferage. All we're 
trying to do is to alert store person¬ 
nel to unusual activity at the mer¬ 
chandiser. How they handle the 
situation after that is up to them," 

Reynolds Tobacco has exclusive 
rights for application of the system 
to cigarette marketing, and presen¬ 
tations to key chain accounts are 
planned in this quarter, Falco says. 
Deliveries of the system could begin 
by the end of the year, he adds. 

A major advantage of the system 
is that it is relatively simple and can 
be installed on “the vast majority” 
of existing RJR carton fixtures, Fal¬ 
co says. Reps will be thoroughly 
briefed on the system, including 
troubleshooting tips, before deliver¬ 
ies begin, and a toll-free hotline is 
planned to provide advice and as¬ 
sistance on the new system to the 
field, he says. 

"We’re very positive about the im¬ 
pact this system could have on the 
pilferage problem,” Falco says. 
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real ‘moving’ experience 



Ben Malcolm has both experience and expertise when It comes to moving. 


- PEOPLE 


This job is a 

Working for the sales department 
of Reynolds Tobacco can be a “mov¬ 
ing" experience, especially for those 
sales people who pursue opportunities 
for career advancement as they arise 
in company operations ali over the 
country. 

Fortunately, sales people are not 
alone when they face the big and 
complex task of moving. A team of 
experienced relocation experts from 
the sales department and elsewhere 
in the company helps 300 to 400 
sales people and their families with 
the transition to new work locations 
and homes each year. 

The recent restructuring of the 
division offices reaffirmed the value of 
their services, even though it created 
a “crunch" of additional responsibility 
for Ben Malcolm, sales personnel 
manager in the home office, who 
coordinates the relocation program. 

“Ben did a tremendous job in coor¬ 
dinating a great many moves during 
the restructuring," says Frank Beck, 
national manager - sales personnel. 
"We received a number of compli¬ 
ments from the new managers on 
how efficiently their moves were 
handled, and the credit all goes to 
Ben," Beck says. 

"The people we move are all key to 
the success of our sales effort, and 
we have to be able to place the right 
person in a job, wherever the location 
is,” Malcolm says. “It’s important to 
us for an employee to get some relief 
from the stress of moving, so he or 
she can start doing business effec¬ 
tively in the new location.” 

Reynolds Tobacco has “one of the 
most extensive relocation programs 
in the United States," Malcolm says. 

A variety of benefits are available for 
employees facing transfer, including 
homeowners and renters, he explains. 

All people being relocated receive 


an expense allowance and may be 
reimbursed for house-hunting trips, 
travel during the moving process and 
up to 60 days of expenses for tem¬ 
porary living quarters, if necessary. 

Renters get help with lease termi¬ 
nation negotiations and finding a new 
apartment, and renters or homeowners 
may qualify for differential compensa¬ 
tion if the cost of real estate or rental 
housing is markedly higher at the new 
location. 

Homeowners may sell their houses 
independently or accept an offer from 
a real-estate firm working with the 
company, for a sum based on the 
average of two appraisals of their 
property. The real-estate firm also 
may help find a comparable house at 
the new location. Preferential financing 
may be arranged through a mortgage 
lender working with the company. 

"Preparation is the key" Malcolm 
says. "We encourage people to deter¬ 
mine their financial capability before 
taking a house-hunting trip so they 
will be prepared to consider houses 
in their price range.” 

The company also contracts with 


major private moving firms for the 
packing, loading, transportation and 
unloading of the household posses¬ 
sions of people being transferred. 

"We also counsel transferees every 
step of the way, from beginning to end 
of the entire moving process, to make 
the move as smooth and easy for 
them as possible. We're constantly 
troubleshooting, solving problems, 
coordinating efforts and arranging for 
things to happen on a timely basis." 

Malcolm says he works closely with 
Linda Vannoy and Brenda Fender of 
the Reynolds Tobacco relocation staff 
on real-estate and financial arrange¬ 
ments for sales people being trans¬ 
ferred. For moving arrangements, he 
draws on the expertise and experience 
of Max Hutchison and Carol Phillips 
of the company’s traffic department. 

“They are the professionals in 
their jobs,” Malcolm says. "Working 
together, we can get things done to 
take the anxiety out of a move." 

Malcolm advises sales department 
employees to “know your relocation 
benefits and use them accordingly,” 
(see ‘Moving,’ page 15) 
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- VOLUME WINNERS 



Sales Representative K.A. Hanson placed a mass display in an Oklahoma City store. 


1-2 punch ‘O.K.’ in Oklahoma 


Winston, Salem and Doral sales 
are "O.K.” in Oklahoma City, thanks 
to the combined efforts of Volume 
Winners in the Oklahoma City and 
Oklahoma City chain divisions. 

A recent RJR one-two punch at 
the Buy 4 Less store in Oklahoma 
City demonstrates RJR teamwork 
at its best. First, Chain Accounts 
Manager C.R. Dedeaux of the Okla¬ 
homa City chain division sold Buy 4 


Less management on a new Flex set 
for the store. 

Then Sales Representative K.A. 
Hanson of the Oklahoma City divi¬ 
sion followed up with mass displays 
of RJR product. Hanson placed a 
360-carton Winston and Salem display 
with $2-off coupons and a 490-carton 
Doral display with $1-off coupons in a 
high-traffic location adjacent to the 
new Flex set. 


Competition loses 
in Virginia store 

Right in the heart of Marlboro 
Country, a certain well-known com¬ 
petitive cowboy recently came out on 
the short end of a sales showdown 
with Area Sales Representative T.L. 
DeLoach of the Roanoke, Va., division 

When the dust cleared down at 
Gray’s IGA in Verona, Va., new RJR 
merchandisers had replaced three 
Philip Morris fixtures at the store. 

With retail sales of more than 500 
cartons per week, Gray's IGA is an 
important, high-volume account and 
a prime candidate for RJR merchan¬ 
dising. DeLoach sold the store on a 
16-foot Flex carton unit, a gondola 
end-frame package merchandiser 
and a 10-wide Doral Savings Center, 
replacing Philip Morris carton and 
centralized package fixtures and a 



Albuquerque, N.M., store was sold on a mass 
display ol Doral by Area Sales Representative 
G.W, Goins. 


Casablanca shop 
takes big display 

Area Sales Representative G.W. 
Goins of the Albuquerque, N.M., 
division hopes to “piay it again” at 
Casablanca Indian Outlet in Albu¬ 
querque, after placing a successful 
mass display of Doral at the high- 
volume location. Goins sold store 
management on a 25-case display, 
and generated speedy sales by plac¬ 
ing a $1-off coupon on each carton. 


‘Top Gun’ beats slow cowboy 


They don't call Assistant Division 
Manager J.E. Geisler of the south 
Oklahoma City division “Top Gun” 
for nothing. 

Geisler recently beat the "slow 
hand" Philip Morris cowboy to the 
merchandising draw in the four-store 
Rudy's Bestyet grocery chain in Ok¬ 
lahoma City. Geisler mowed down 
PM fixtures and replaced them with 
RJR merchandisers in all four high- 
volume locations. 

The Bestyet chain formerly was a 
competitive stronghold, with full PM 
package, carton and savings center 
fixtures and programs. 8ut with an 
average weekly volume of 850 car¬ 


tons, the chain was a prime target 
for RJR merchandising. With input 
from south Oklahoma City Division 
Manager R.G. Warlick, Geisler took 
careful aim, presenting Flex with 
security, Doral Savings Centers and 
the universal package merchandiser 
program to the chain. 

Geisler’s presentations scored a 
bull’s-eye with chain management. 
He placed Flex sets and Doral Sav¬ 
ings Centers in all four locations, 
and tailored combinations of univer¬ 
sal package merchandisers, gondo¬ 
la end frames and back bar fixtures 
for the package merchandising 
needs of each store in the chain. 
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— VOLUME WINNERS 


Columbus defends Salem sales 


Skaff places 
floor displays 
in three stores 

During a recent promotion, Sates 
Representative M.M. Skaff of the 
Jacksonville, Fla., division sold three 
retailers in Folkston, Ga., floor dis¬ 
plays totaling 2,300 cartons of Win¬ 
ston and Salem and 900 cartons of 
Doral, including a 1,000-carton dis¬ 
play at Big J Supermarket. In his 
whole assignment, Skaff placed 
56 floor displays and 10,700 $2-off 
coupons during the promotion. 


Keeping one step ahead of the 
competition often means staying alert 
for competitive promotional activity 
and then beating the competitor at 
his own game, 

The Columbus, Ohio, division 
proved the wisdom of that strategy 
when a competitor tried to “Kool" off 
RJR sales leadership in a Columbus 
neighborhood. 

Brown & Williamson recently 
targeted an urban neighborhood in 
Columbus for an intensive promotional 
campaign designed to gain sales for 
its Kool brand. Columbus Division 
Manager N.W. McCleary immediately 


responded with an action plan for 
RJR promotion, which was imple¬ 
mented by Area Sales Representative 
F.E. Cook. 

The RJR response was quick and 
effective. Over a two-day period, 

Cook placed 90 promotional pieces 
in stores in the area. At Main & Wilson 
Carryout, for example, Cook placed 
four large "Salem Spirit” posters on 
the outside walls at the corner loca¬ 
tion, plus several smaller promotional 
pieces. 

The result was continued strong 
sales and continued sales leadership 
for RJR brands in the neighborhood. 



i 



Area Sales Representative R.A. Williams placed the largest mass display in the history of the 
Norfolk, Va., division. 

Williams thinks really BIG 


With a nickname like “Big Bob," it's 
no surprise that Area Sales Repre¬ 
sentative R.A. Williams of the Norfolk, 
Va., division thinks BIG when it comes 
to mass displays and sales volume. 

But Willliams outdid himself recent¬ 
ly, when he built a 2,800-carton Doral 
display — the largest in the history of 
the Norfolk division — for the grand 


opening of the County Fair Discount 
Store in Grafton, Va. Sales Represent¬ 
ative J. Via helped Williams build the 
display and place $1-off coupons on 
ali 2,800 cartons. 

The mass display generated sales 
of 1,070 cartons in two weeks. Average 
Doral sales for County Fair stores are 
about 150 cartons per week. 


Chmiel’s Markets 
converts to RJR 

Gaining merchandising leadership, 
replacing competitive fixtures and in¬ 
creasing self-service operations are 
all worthwhile goals for RJR sales 
people. Special Accounts Manager 
J.D. Lintzenich of the Dayton, Ohio, 
division recently achieved all three 
goals at once, in the three-store 
Chmiel’s Markets chain. 

Chmiel’s Markets formerly sold 
cigarettes by the carton only from 
non-self-service fixtures, Package 
sales also were non-self-service or 
limited-access. 

Lintzenich sold the chain on three 
Flex units per store, gaining 266 rows 
of carton display. He also placed a 
Doral Savings Center fixture in each 
store. 

in one store, packs have now 
been placed on an RJR shop-around 
universal package merchandiser, 
replacing a Philip Morris fixture, In 
the other two stores, Lintzenich 
placed two centralized modules in 
a wood frame to match store decor. 


Source: httns://www industrvdnoiimfints.iicRf.edu/rlnns/nvfnOOO) 
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— VOLUME WINNERS 


RJR winning 
in W. Cleveland 


Gaines keeps truckin’ in Georgia 


RJR sales just “keep on truckin' ” 
at the Woolworth store in Thomasville, 
Ga., as Area Sales Representative 
J.J. Gaines of the Panama City, Fla., 
division "builds on strength” with a 
successful display idea. 

Gaines is the rep who built in¬ 
novative mass displays based on 
modes of transportation — a truck, 
a boat and a bicycle — to “move" 


Winston and Salem in three Thomas¬ 
ville stores. 

Gaines has rebuilt his truck dis¬ 
play at Woolworth three times, for a 
grand total of almost 3,000 extra car¬ 
tons sold. Continued rapid transit of 
product from the display into shop¬ 
pers’ carts is assured by attachment 
of $2-off coupons. Sales have sky¬ 
rocketed to 750 cartons per week. 


Hard work, persistence and selling 
skills are winning sales leadership for 
RJR in the west Cleveland division, 

RJR now enjoys a 39 percent mar¬ 
ket share, with 96 percent of the carton 
fixtures and 94 percent of the savings 
centers in the area. 

Persistence won Area Sales 
Representative T. J. Romah of the 
west Cleveland division new rows for 
RJR at the IGA in Avon Lake, Ohio- 
Over a period of several months, 
Romah sold store management on 
replacing gondola shelving and a 
competitive savings center with 13 
feet of Flex and a Doral Savings 
Center, for a gain of 85 RJR rows. 

West Cleveland’s Special Accounts 
Manager L.E. MacWilliams put 
together a merchandising package to 
win RJR a dynamic position in Dis¬ 
count Drug Mart, a 22-store chain 
with average weekly sales of 700 
cartons per store. MacWilliams sold 
the chain on RJR overhead merchan¬ 
disers with logos, 40 rows of carton 
merchandising, Doral continuous 
counter displays, permanent counter 
displays, and business-hours and 
push/pull decals for all locations. 


Turnpike gets 

Signs need to be placed where the 
people are, and sometimes that means 
placing signs where they have never 
been placed before. Just ask Area 
Sales Representative M.N, Miller of 
the Charleston, W. Va., division. 

The West Virginia Turnpike (1-77) 
carries thousands of smokers through 
the Mountain State every day. So 
Miller figured that the two Howard 
Johnson restaurants at the turnpike's 
only two rest areas would be logical 
places to install RJR ground-mount 
signs. 

RJR sales leads, not follows, so the 
fact that no other consumer-products 
company had thought to place signage 
at the rest stops before didn't faze 


product signs 



Area Sales Representative M.N. Miller 
placed signs on the West Virginia Turnpike. 


Miller one bit. He contacted the West 
Virginia Turnpike Commission and 
secured approval for placing exclusive 
RJR ground-mount signage at the 
two locations, 


Flex units sail into stores 

Syracuse reps are ‘sinking’ gondolas 


If you ever go to Venice with a 
rep from the Syracuse, N.Y., division, 
don’t tell him about the gondolas. He 
just might try to replace those famous 
canal boats with Flex merchandisers. 

Among the achievements of the 
Syracuse division reps: 

• Area Sales Representative F.R. 
Jackson replaced the gondola shelv¬ 
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ing at Bob’s Foodland with a five-foot 
by three-foot end-cap Flex unit, dou¬ 
bling RJR rows from 32 to 64. Jackson 
also placed a Doral Savings Center 
at the store. 

» At Garrett's Foodking, Area Sales 
Representative J.H. Landers replaced 
gondola shelving with 16 feet of in-line 
Flex, more than doubling RJR rows 
from 38 to 78. Landers also placed a 


Doral Savings Center and checklane 
displays at the store. 

• Area Sales Representative W.A. 
Mroz replaced the gondola shelving 
at Wardle’s Pharmacy with 13 feet of 
in-line Flex, increasing RJR rows 
from 54 to 84. Mroz also replaced 
competitive savings centers at the 
store with Doral Savings Centers. 


ource: httDS://www.induRtr\/dnriiment.q imsf Qdii/dnr.q/nvtnQQQQ 
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- VOLUME WINNERS — . - 

Buffalo sales stampede flattens competition 


Buffalo, N.Y., is known for its cold 
climate, but the combined efforts of 
sales reps and division and chain 
management have made Buffalo a 
“hot spot” for RJR sales recently. 

In the vitally important chain 
segment, Chain Accounts Manager 
R.L. McComas of the Buffalo chain 
division has forged a solid series of 
sales achievements. 

At Quality Markets, a 23-store 
chain, McComas replaced all com¬ 
petitive savings centers with RJR 
fixtures, increasing each store’s 
capacity by 50 percent. 

A new permanent counter display 
contract with United Marketing 
strengthened RJR’s cash register 
position and display spreads, with 
30-package add-on units supple¬ 
menting fixtures in 104 selected high- 
volume locations of the 281-store 
chain, 

Self-service Doral Savings Centers 
replaced competitive fixtures in 85 
high-volume locations of the 155-store 
Fay’s Drugs chain. McComas also 
placed permanent checklane displays 

Rigsby sells 
Florida store 
mass display 

Area Sales Representative T.A. 
Rigsby of the Daytona Beach, Fla., 
division demonstrated his volume¬ 
winning sales form recently at the 
K-Mart store in Ocala, Fla. First, 
Rigsby sold the retailer on a 450- 
carton mass display. Then Rigsby 
sold through the retailer by placing 
a $ 2-off coupon on each carton. 

The result was a real “volume 
victory” for Rigsby and K-Mart, At 
the end of three days, only 17 car¬ 
tons were left on the display. 


and self-service continuous counter 
displays in 150 stores. 

The 58-store Tops Markets chain 
was sold on self-service package 
fixtures with permanent checklane 
displays, and 8-sided, self-service 
centralized package merchandisers 
at each fifth check stand. 

Meanwhile, in the Buffalo division, 
reps and managers got sales results 
with extra dedication and effort. During 
a recent "Doral challenge" promotion, 
Area Sales Representative M.E. Mor¬ 
ris sold 11 new Doral Savings Centers 
and upgraded six existing three-wide 
units to the new seven-wide fixtures. 

Buffalo Special Accounts Manager 
J.J. El legate was having difficulty 


When Area Sales Representative 
K.M. Wright of the Lafayette, La., di¬ 
vision sets out to replace competitive 
fixtures with RJR merchandising, he 
takes aim not only at carton units, but 
also at down-aisle gondola sets. 

Wright recently replaced Philip 
Morris down-aisle gondola sets with 
RJR fixtures at the five Hi-Nabor 


selling the cigarette buyer at S.M. 
Flickinger of Jamestown, N.Y., on 
taking part in quarterly buy-ins and 
replacing Philip Morris fixtures with 
RJR merchandisers. Armed with 
data from the sales information sys¬ 
tem and his projections of Flickinger's 
business for 1987, Ellegate made 
a presentation to higher store 
management, 

Ellegate’s persistence was reward¬ 
ed. Flickinger has replaced its Philip 
Morris carton merchandisers with 
Flex end-cap fixtures and is installing 
new RJR package fixtures and Doral 
Savings Centers. The store also has 
agreed to 100 percent participation in 
all remaining 1987 incentive programs. 


stores in Baton Rouge, La. RJR in¬ 
ventory levels and shelf presence 
have increased dramatically at the 
stores, including two locations that 
are the highest-volume independent 
cigarette outlets in Baton Rouge, with 
average weekly sales of 600 and 800 
cartons. 



RJH fixtures were placed by Area Sales Representative K.M. Wright at five Hi-Nabor stores in 
Baton Rouge, La. 


Hi-Nabor welcomes RJR 
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_~ PROMOTIONS & APPOINTMENTS 


D.L. Wilmesher has been promoted 
to national manager - merchandising 
in the home office. 

Wilmesher joined the 
company in 1972 as a 
sales representative in 
the Kansas City, Mo., 
division, where he was 
promoted to area sales 
representative in 1974. 
He was promoted to assistant division 
manager in the Dallas division in 1977 
and to division manager in the Dallas 
mid-cities division in 1980. Wilmesher 
was promoted to chain accounts 
manager in the Tulsa, Okla., chain ac¬ 
counts division in 1983. He was named 
sales merchandising manager in the 
Midwestern sales area in 1985. 



R.S. Urrutia has been promoted to 
division manager in the north Pitts¬ 
burgh division. 

Urrutia joined the 
company in 1976 as a 
sales representative in 
the Toledo, Ohio, divi¬ 
sion, where he was 
promoted to area sales 
representative in 1978. 
He was promoted to assistant mer¬ 
chandising manager in 1980 in the 
Pittsburgh chain division and in 1982, 
he was promoted to assistant divi¬ 
sion manager in the north Pittsburgh 
division. In 1986, he was promoted to 
division training and development 
manager in that division. 



S.R. Karambelas has been promot¬ 
ed to sales training - vending/military 
manager in the Mid¬ 
western sales area. 

Karambelas joined 
the company in 1979 as 
a sales representative 
in the Sacramento, 
Calif., division, where 
he was promoted to 
area sales representative the following 
year. He was promoted in 1982 to as¬ 
sistant division manager in the Oak¬ 
land, Calif., division and in 1984 to 
division manager in the Wichita, Kan,, 
division. 

R.W. Bell has been promoted to 
division manager in the Eugene, Ore., 
division. 

Bell joined the com¬ 
pany in 1981 as a sales 
representative in the 
San Fernando Valley, 
Calif., division, where 
he was promoted to 
area sales representa¬ 
tive the following year. He was promot¬ 
ed to assistant division manager in the 
Oakland, Calif., division in 1984 and to 
special accounts manager in that divi¬ 
sion in 1987. 


J.F. Baumann III has been promot¬ 
ed to special accounts manager in 
the Knoxville, Tenn., 
division. 

Baumann joined the 
company in 1979 as a 
sales representative in 
the West Palm Beach, 
Fla., division, where he 
was promoted to area 
sales representative the following year. 
Baumann was promoted to assistant 
division manager in 1983 in the Knox¬ 
ville division. 

J.W. Hockins has been promoted to 
special accounts manager in the Des 
Moines, Iowa, division. 

Hockins joined the 
company in 1983 as a 
sales representative in 
the Des Moines divi¬ 
sion, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. 






E.W. Slomin Jr. has been appointed 
special accounts manager in the East 
St, Louis, Mo., division. 

Slomin joined the 
company in 1977 as a 
sales representative in 
the Gary, Ind., division, 
where he was promoted 
to area sales represent¬ 
ative the following year. 
Slomin was promoted to assistant divi¬ 
sion manager in the East St. Louis divi¬ 
sion in 1985. 




D.L. Thelen has been promoted to 
special accounts manager in the Salt 
Lake City division. 

Thelen joined the 
company in 1985 as a 
sales representative in 
the north Denver divi¬ 
sion, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. 

R.J. Westenberger has been 
promoted to special accounts manag¬ 
er in the north Jersey 
division. 

Westenberger joined 
the company in 1984 as 
a sales representative 
in the Queens, N.Y., di¬ 
vision, where he was 
promoted to area sales 
representative the following year. 



C.A. Babyak has been promoted 
to special resources manager in 
the Sacramento, Calif., 
division. 

Babyak joined the 
company in 1976 as a 
sales representative in 
the north Seattle divi¬ 
sion, where she was 
promoted to area sales 
representative in 1978. Babyak was 
promoted to Alaska sales supervisor 
in the south Seattle division in 1983. 
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PROMOTIONS & APPOINTMENTS 



R.L. Burrows has been promoted to 
special resources manager in the 
Queens, N.Y., division. 

Burrows joined the 
company in 1979 as a 
sales representative in 
the north Bronx, N.Y., 
division, where he was 
promoted to area sales 
• * I representative the fol¬ 
lowing year. 

D. Daring has been promoted to 
special resources manager in the San 
Jose, Calif., division. 

Daring joined the 
company in 1985 as a 
sales representative in 
A* 1 / ’ the San Francisco divi¬ 
sion, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. 

R.P. Traylor has been promoted to 
special resources manager in the Indi¬ 
anapolis division. 

Traylor joined the 
company in 1984 as a 
sales representative in 
the Indianapolis divi¬ 
sion, where he was 
promoted to area sales 
representative in 1986. 





W.T. Waddell has been promoted to 
special resources manager in the west 
Los Angeles division. 

Waddell joined the 
company in 1982 as a 
saies representative in 
the San Gabriel Valley, 
Calif., division. He was 
promoted to area sales 
representative in the 
north Los Angeles division the follow¬ 
ing year. 

L.K. Wermich has been promoted 
to special resources manager in the 
Orange County, Calif., 
division. 

Wermich joined the 
company in 1984 as a 
sales representative in 
the Orange County divi¬ 
sion, where she was 
promoted to area sales 
representative the following year. 

E.E. Poole Jr. has been promoted 
to training and development manager 
in the Knoxville, Tenn., 
division. 

Poole joined the 
company in 1980 as a 
sales representative in 
the Birmingham, Ala., 
division, where he was 
promoted to area sales 
representative the following year. 




Moving is ‘strong point’ for Malcolm 


(continued from page 8) 
so they will be better able to respond 
to career opportunities when they 
arise. Each division office has a copy 
of the full relocation policy and a 
short overview summary, he notes. 

Malcolm also urges employees 
being relocated to “use us as your 
relocation consultants. We deal with 
relocation every day, and there are 
few problems that we can’t deal with, 
through the efforts of our supporting 


departments and private contractors. 

“My family has moved 23 times. 
We’ve moved every way possible, 
from renting a truck and moving from 
one neighborhood to another, to mov¬ 
ing long distance using a moving 
company,” Malcolm says. “I know the 
problems associated with a move, 
so I feel I can relate to problems our 
people face. 

“You could say that moving is one 
of my strong points." 'ft 


E.F. Thomas has been promoted 
to training and development manager 
in the eastern North 
Carolina division. 

Thomas joined the 
company in 1977 as a 
sales representative in 
the Asheville, N.C., divi¬ 
sion, where he was 
promoted to area sales 
representative the following year. 


Coupons vital 

(continued from page 6) 
available, deliberate misredemption, 
or coupon fraud, is a growing 
problem,” Giddens adds. "We don’t 
want it to jeopardize our couponing 
program, so we want to stop the 
major offenders. 1 ’ 

Lane Services works closely with 
federal authorities to break up coupon 
fraud "rings" that may involve dozens 
of individuals or retailers, Giddens 
says. “We even have people indicted 
and convicted for coupon fraud who 
are still calling and demanding 
payment." 

Sales reps can help themselves 
and their customers by referring all 
retailer complaints to the CRC. "We 
don't want sales people getting caught 
in the middle. We have all the records, 
we know exactly what the problem is 
and we’re prepared to handle it ." 

Reps also can help the CRC do a 
better job by keeping SIS records — 
including sales and account identifi¬ 
cation data — accurate and up-to-date. 
“This information is the lifeblood of 
our system and it is essential that it 
be correct and current,” Giddens says, 

"We want to help the people in field 
sales use coupons to sell product,” 
Giddens says. “And we rely on sales 
people to help us make the coupon 
system work. It's a real cooperative 
effort.” 'ft 
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Fast 

Hack! 


If you wait for things to happen, they probably won’t. 
That s especially true in sales. Whether it’s your 
VAIP goals or personal goals your initiative is the 

key to success. 

Now that we're halfway through our sales year, 
look at your performance. Are you where you 
need to be? What specific action is required 
to move you closer to your goal? Shifting 
into high gear and onto the fast track 
can make it happen lor you! 


Volume Achievement 
Incentive Plan 

Volume isn't everything, 
it's the only thing. 
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